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With the popularity of interactive media represented by Internet, interactive 
advertising began to develop rapidly in recent years. Not only becomes a new trend in 
advertising practicing field, interactive advertising also has attracted much attention in 
the academic circles. For existing interactive advertising practice and research, 
foreign scholars have a lot of results. In contrast, practice for interactive present a 
phenomenon of blindly following in China, domestic research for interactive 
advertising have nothing great. 
Based on the previous research in the field and uses and gratification theory, this 
paper starts from the internet using motivations, draws lessons from the research 
achievements of foreign scholars, and builds up a conceptual model of internet using 
motivations and interactive intention of consumers. In order to explore the 
relationship between internet using motivations and consumers’ interactive  intention, 
in the particular situation which purchasing of high product involvement. 
Through empirical research of 280 responses of consumers’ internet using 
motivations and interactive intention including all dimensions, and making further by 
SPSS 19.0 software. 
The result indicates that the convenience motivation and entertainment 
motivation have significant positive influence on interactive intention of 
consumers(including human-message interaction and human-human interaction). 
Information and communication motivation has only positive influenced the 
human-human interaction. 
This study focuses on the actual situations of domestic audience, has renewed the 
three dimension model of internet using motivations, and testified the new conceptual 
model of internet using motivations and interactive intention of consumers, so as to 
share some useful advices for advertising practicing field, and give recommendations 
for further research. 
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美国互动广告营收再攀新高，达到 366 亿美元，较上年增长 15%。[2]不仅如此，
随着智能手机、Ipad 等互联网移动终端的大行其道，互动广告的市场份额更是快
速增加。据 eMarketer 的 2013 年的预测，美国互动广告花费在 2013 年冲上 400
亿美元大关，达 49 亿，较上年增长 14%。其中，约 77 亿美元来自移动端，同时，
移动端也是花费增长的主要来源。[3]而国内的互动广告市场，在 2007 年的营业
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